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摘  要 
 I



































With the development of Chinese economy and society, the enterprises 
continually increase investment in corporate social responsibility. Corporate donation, 
as the main way of corporate social responsibility, is being highly valued by the 
Chinese scholars.Especially, the effects to consumer perception of it . It  becomes a 
very important topic for not only scholars but also entrepreneurs,that how to donate 
effectively. 
This paper studies Chinese consumers’ perception of corporate donations by 
experiment, focusing on the type of donation (unconditional donation VS cause 
related marketing) and situation of donation ( routine VS disastrous), as well as the 
mediation of consumer attribution and psychological empowerment. 
The study makes several conclusions: First, consumers do not have significant 
perception on different types of donation or different situations of donation. Second, 
in routine situation, compared with unconditional donation, consumers have higher 
purchase intention on cause related marketing. In disastrous situation, compared with 
cause related marketing without certificate, consumers have higher purchase intention 
on unconditional donation and cause related marketing with certificate.Third, in 
routine situation ,the psychological empowerment play a role as  full mediation 
between the type of donation and consumer purchase intention.Forth, Altruism 
attibuton play a role as  full mediation between the interaction of the type of 
donation(unconditional donation VS cause related marketing without certificate) and 
situation of donation ( routine VS disastrous) and consumer purchase intention . 
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图 1.3  王老吉在汶川地震中的捐赠 




的重要地位(Xueming Luo and C.B.Bhattacharya，2006)。据统计,90%的财富
500 强公司都有具体的企业社会责任活动(Lichtenstein,Drum-wright and 
Brigette，2004)。超过 80%的财富 500 强公司均积极地在其网站上宣传其实施

























了一定的背离，于是一种新的慈善捐赠类型应运而生，20 世纪 80 年代，在西
方兴起了将企业的社会捐赠和企业的战略利益相结合的一种新型的战略捐赠模

























































1.2   研究意义 
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